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MEDIA eaiteatias TIPS & PUBLIC RELATIONS TERMINOLOGY 


General Interview Tips 
* Know what you want to convey in the interview. Be familiar with all of the store and product information you plan to 


discuss and determine the key points you want to express prior to the interview. 
Have copies of your press release or alert on hand to provide to the reporter for background. 


Don't be rushed into answering. Don't feel obliged to fill “dead air” after a tricky question. Just pause, think — and then 
answer. You should always feel like you are in control of the interview. 


Keep your responses simple, but not condescending and make sure to use phrasing the reporter and the public will be 
familiar with. If you do go into technical specifics about a product use simple terms. 


Don't argue with a reporter, even when provoked. If a reporter provides his or her negative feedback on a particular 
product, don’t be confrontational. 


Don't disparage the competition. Answer questions about competitors with facts, and don’t color the facts with 
judgmental comments. 


Don’t answer hypotheticals, especially when pertaining to products and how they can be used. Simply state the proper 
usage provided to Ace Hardware by the manufacturer. 


Whenever possible, try to respond in a complete sentence. 
Don't be compelled to say more than you need to, an interview is not a conversation. 


Make sure the reporter knows your full name, title and spelling so that they can correctly feature it in the article or on 
the screen during a TV interview. 


Broadcast Interview Tips 


Take the time to look in the mirror. Make sure your attire and hair is neat and presentable. You don’t want viewers to 
be distracted and miss hearing your words. 


Dark clothes look best on TV. Try to avoid patterned and white shirts. 

- Anice pair of khakis or jeans and a button-up Ace-branded shirt is appropriate for your appearance. 

- Accessories should be simple, try to avoid flashy jewelry or anything that will take attention away from the interview. 
- Glasses often reflect bright studio lights, try to wear non-reflective lenses or take your glasses off for the interview. 


Vary the pitch, tone and speed of your voice and feel free to pause to think through your answers. 
- Talk clearly in short phrases and try not to talk too fast. 
- Use strong, easy words. 


Project confidence. It is natural to become nervous before a live 
television segment, so take deep breaths and relax 


Smile and use positive body language. 
Use hand gestures to draw attention away from yourself and onto 
the products featured in the interview. Hand movements should 


be slow and deliberate — like moving your hand through water. 


Ask if you should look into the camera or at the reporter. 


Tricks of the Trade 


Redirecting the conversation. If the interview topic moves off-focus, or should you not be entirely sure of the answer 
to a question, redirect the conversation using the following sentence starters: 


- Let me put that into context... 

- Taking a broader look... 

- Putting that into perspective... 

- | might frame the question differently... 

- | can’t speak to that, but what I can say is... 

- If what you’re asking is... 

- | don’t know about that, but what | can tell you is... 

- That's not my area of expertise, what I’d like to tell you about is... 


Grab the attention of your audience by using “hook” phrases, 
such as the following: 


- The most important thing | want to tell you about is this... 

- What you absolutely need to know is... 

- | want everyone to remember this one thing... 

- This is the most exciting thing you are going to hear today... 
- The best thing you can do... 


Don't repeat a reporter’s negative terms or phrasing. You don’t want that to be the clip that shows up on TV. If a 
reporter asks a negative question, you don't have to answer it. 


If you are asked to “chat” while the cameraman shoots B-roll, be sure your body language and comments are 
appropriate. Don’t assume your voice will not be captured. 


Media Relations Terminology 


Advertorial - An advertorial is a paid advertisement in a print publication that looks and reads like a traditional news article. 


AP Siyle - AP Style is a style and usage guide used by newspapers and in the news industry in the U.S., it dictates 
grammar and punctuation rules by the Associated Press. It is recommended that all written communications intended 
for the press use AP Style. 


Boilerplate - A boilerplate is a paragraph of text found at the end of a press release, and briefly describes the company 
or organization mentioned within the release. It is a short paragraph consisting of just a few sentences that concisely 
explains the company. The same boilerplate is usually used on every press release the company issues. 


Broadcast - “Broadcast” media refers to either television or radio news outlets. 


B-roll - B-roll is supplemental or alternate video footage captured by television news stations to accompany coverage of 
an interview or event. Typically, sound is not recorded when b-roll is filmed. 


Circulation - The subscription/distribution rate of newspapers, magazines, and other print publications. 


Embargo - Information that is embargoed is considered confidential to media and can't be published until the date 
specified on the media materials. If you wish for your press materials to be embargoed until a certain date, you must 
specify so on the top of every page of press materials, as well as communicate it in writing to your press contacts. 


Exclusive - The term “exclusive” describes an interview or piece of news that is offered only to one news source. 


Impressions - The estimated number of people that read or saw a given media placement. Typically formulated based 
on a calculation of the publication’s circulation rate. 


Letter to the Editor - A letter to the editor is a formal platform to respond to an article written in a newspaper to agree, 
express concern, offer an opposing view or congratulate the editor on a well-written news piece. When published, they 
are printed exactly as submitted by the author. 


Media Alert - A media alert or “advisory” is a tool that businesses can use to alert the media, in a concise manner, to 
upcoming newsworthy events. Media advisories should be used as an invitation and answer only the important questions: 
Who, what, when, where, why and how. 


Media List - A media list is a directory of media outlets along with names and contact information of relevant journalists 
specific to a certain community or type of media. 


Online - As the media industry continues to evolve, online outlets continue to serve as a major source for news. Almost all 
newspapers and magazines have websites that feature similar or identical news as the print version. “Online” media can 
also refer to social media, including blog posts, as well as Twitter, Facebook, YouTube, etc... 


Pitch Email - A pitch email is used to contact a news reporter, assignment editor or producer to share an idea for an article 
or interview — and why it is relevant to that particular news source. It should be short, to the point and should always lead 
with “what's in it for the reporter?” 


Pitching - Pitching is a term often used by public relations professionals to describe the process of reaching out to media 
to secure news coverage. 


Press Release - A press release is a writing tool that encompasses details that are relevant to the media, written by a 
specific company. Typically press releases include a quote from a newsworthy source, as well as details specific to the 
subject that is being publicized. Members of the media do not write press releases, they write articles. 


Print - The term “print” media refers to newspapers, magazines, newsletters, etc. 


Round-Up Story - A “round-up” is an article or news piece that focuses on a broad topic and features a number of 
products or people. 


Syndicated - Syndication is when a journalist publishes an article that is featured in more than one media outlet 
simultaneously. 


Wire Service - A paid service that collects and distributes news to subscribers such as newspapers, websites and 
broadcast outlets. 


